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Abstract 

This manuscript presents a variety of formats for bringing case 
studies to life for students in the organizational communication 
course. It will first discuss sources for case studies such as local and 
national news publications, local business and industry, and self- 
developed case studies. Second, methods for facilitating case study 
discussions will be presented. 
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Case Studies in the Organizational Communication Course: 
Applying Textbook Concepts to Real Life Organizations 

As teachers who wish to prepare our students to be effective 
organizational members, we see the definite need to incorporate as much 
“real world” discussion and application as possible into the classroom. 
There are a variety of ways to accomplish this objective. This manuscript 
will provide some suggestions for achieving this in the organizational 
communication class through case study discussions. It will first discuss 
sources for case studies. Second, methods for facilitating discussion will be 
provided. 

Case Study Sources 

Case studies can be obtained from a variety of sources. Many case 
studies can be obtained from the world wide web (WWW), local or national 
newspapers, trade publications, and news magazines. Student 
development of hypothetical case studies is also an option. Regardless of 
the source, all cases should be previewed by the teacher, and then selected 
based on what the topic of the analysis is, or on what is to be gleaned from 
the students. .An alternative option is for the teacher to assign students, or 
groups of students to locate cases highlighting specific concepts. 

♦ Newspapers: 

Many newspapers can be searched in either paper form or through 
the WWW. The Wall Street Journal Interactive Edition (See sample from 
WSJ and additional addresses in Appendix A) highlights small businesses 
in one of its sections (www.wsj.com for the home page, then click on “small 
business suite,” then click on “small business”). This provides some very 
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lengthy business profiles which can be used to discuss a variety of issues 
such as culture, leadership, hierarchy, and systems. 

Another good source is the local newspaper. Most papers of medium 
to large cities will have a “business” section each Sunday, if not daily. 

These will often profile community ventures, and provide other 
information on local and national businesses. These can provide some 
interesting sources for discussion. It is not unusual to find associated press 
articles on sexual harassment suits, organizations being downsized, and 
other interesting topics of relevance in the organizational course. One 
special feature of utilizing a local newspaper is that usually many 
members of the class are familiar with the organization under discussion, 
and seem to be interested in discussing it. These also lend themselves 
nicely to field trips for the students. 

♦ News Magazines 

News magazines are another good source for real world case studies 
which can be obtained in either hard copy or from the WWW. As seen in 
the sample and additional links in Appendix B, Business Week Online 
(www.businessweek.com) provides many opportunities for stories which 
could be used for case studies. In this edition there is an interesting article 
on the impact of having a male as CEO of Avon. Since the articles change 
every few days or weeks, there is a steady flow of fresh material to utilize. 

♦ Trade Publications 

Many trade publications, which can be accessed in both hard copy as 
well as occasionally online, provide features on topics, individuals and 
organizations. For example, The Chronicle of Higher Education 
(http:/ / chronicle.com) intermittently publishes articles on corporations 
which can be useful in the organizational communication course. The 
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March 13, 1998 edition presents a lengthy article on the death of an 
American factory. This story provides detail and depth on the 
organization, as well as some of its employees (Winkler, 1998). Another 
example comes fro m Training: The Human Side of Enterprise (Stamps, 
1998). The January, 1998 edition features a story on Motorola and its 
learning culture. This case study would be very useful in discussing 
training, culture, and interpersonal skills. 

♦ World Wide Web 

The WWW is another source for case studies. As previously 
discussed, online versions of newspapers, news magazines and trade 
publications (See Appendix C for additional links), contain a wide variety 
of case study information. Additionally, most large organizations have 
their own home pages which provide information on the corporate mission, 
recent press releases, information on products, services, financial reports, 
and a myriad of other useful information (see Appendix D). This 
information can be assembled to develop a profile and serve as the basis 
for a variety of discussions about contemporary organizations. 

♦ The Local Community 

Most organizations are quite willing to visit classrooms and talk 
about their organizations. Before inviting a representative from an 
organization to come to your classroom, however, some homework needs to 
be done. For example, a topic, or list of topics to be addressed should be 
developed by the instructor or class. The organization to be contacted 
should be actively emersed in the topics of discussion. For instance, you 
would not invite a representative from an organization which just laid off 
100 workers to talk about the difficulty in finding good employees, but 
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you might invite that representative to discuss the difficulty in 
communicating bad news to employees. 

These case study discussions are most effective when the class has 
been given information regarding the organization prior to the speaker’s 
visit The class could engage in discussion about their perceptions of the 
issue under discussion and its impact on the organization prior to the visit. 
The class could then compare what their perceptions were to what the 
organization’s perceptions were. Also, an agenda should be developed and 
given to the speaker and class prior to the visit. The agenda should 
highlight the issue(s) under consideration (eg. communicating bad news) 
and then follow with a some specific subpoints for discussion (where, 
when, and how is it best to communicate this?). 

Locating representatives from organizations to serve as case study 
sources is a relatively simple task. The departmental in ternship 
supervisor is a useful resource for providing pre-established relationships 
between the academic institution and organizations in the local community. 
Any departmental faculty who are actively engaged in training or 
consulting in the community could be another valuable source of contacts. 
The local chamber of commerce might also have some suggestions on 
representatives to contact. Organizations featured in press are another 
source. The last resort would be cold calling from the local yellow pages. 

As noted in the discussion of utilizing the local newspaper, this also lends 
itself well to field trips for the students. 

♦ Student Generated Case Studies 

A final option for discussion material is to have students develop 
their own case studies. This can be done individually or in small working 
groups. For this to be successful, however, the students need clear 




7 



Case Studies 
7 



guidance in terms of the concepts to be incorporated into the case which 
will provide the basis for the discussion. In the lower-level organizational 
communication courses, this has proven to be the least effective means for 
generating case studies, however, it does have potential. It is more 
beneficial in upper level classes with students who possess a true 
understanding of organizational life. Nontraditional students and students 
with a rich working background find this exercise to be very enjoyable 
since they are able to incorporate their own real world examples into the 
cases. 

Facilitating Case Study Discussion 

♦ In the Classroom 

Case study discussions can be conducted in a variety of formats. 
They can be discussed by the class as a whole, in small groups, or in an 
electronic format. Discussing case studies with the class as a whole seems 
to work best with a relatively small class size. For example, a class of 30 
or more students may have difficulty keeping focused on the case and 
students may be somewhat reluctant to talk. In cases such as this, 
perhaps it might be best to first place the students in dyads or small 
groups and have them discuss the questions or issues related to the case. 
The groups or dyads may then write down their thoughts which will 
eventually be shared with the class as a whole in a large group 
discussion. 

Case study discussions are often very successful in the small group 
discussion, or seminar format. When utilizing small groups 
(approximately 5-7 per group) for the discussion, students need to 
understand what they are to do and why. Thus, they will likely become 
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more involved and gain more knowledge. Kougl ( 1997) suggests that the 
facilitator provide the small groups information on the following: 

Focus : What is the group’s content - topic, issue, or problem. What 
should be the focus of the case discussion? 

Purpose : Why are we going to get into groups to discuss it? What is 
supposed to happen as a result? What is the expected result or outcome? 
Motivation : Generate interest in the assignment by showing how it 
relates to them personally, or to what has or will go on in class or real 
life. Answer the question: Why should we care? 

Procedures : Explain the definition of the basic elements that you have 
chosen for the case study discussion such as time frame, group 
composition, directions, roles, and norms. Explain these as clearly as 
possible and allow time for questions. Be sure to have the necessary 
materials and resources they will need such as the organization’s profile 
and the discussion agenda. 

During the case study discussion, the teacher’s role is that of a 
facilitator. The primary function is to monitor groups while they work. 
The teacher remains attentive to what is happening in the groups and is 
ready to offer supportive guidance where needed; circulate around the 
room observing and listening. Watch for nonverbal cues of confusion and 
frustration and then go to that group and offer assistance. 

In concluding the case study discussion, the teacher needs to 
recognize what has been accomplished, tie activities and accomplishments 
together, and provide closure. Kougl (1997) suggests that the following 
be accomplished at the end of the case study discussion: 

Summary’ : What have we gained from our experiences as a group? The 
group may choose to share its results with the rest of the class, or 
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summarize major insights or ideas from the class. This may be 
accomplished either by the class as a whole, or in small discussion groups. 
Reflective Interpretation : The class discusses what each group’s 
summary means in term of the focus and purpose. What has been 
learned? What conclusions can be gleaned from the case under 
discussion? 

Connectors: How does this activity relate to what we have done and what 
we will do? Make the connection between the case study and their 
learning. This serves as the transition into next segment of the class. 

♦ Online Discussion 

Using online discussion groups can be challenging, yet also 
rewarding. I currently use a class newsgroup on the Internet as a method 
for discussing case studies. Students are put into small groups and 
assigned specific cases. Each group is responsible for posting case study 
discussion questions on the newsgroup. All other students are required to 
reply to the posted questions. This process is currently in a trial stage. We 
have experienced difficulty getting into the newsgroup due to the number 
of people using the server, and the server not allowing additional users to 
log on. This has been frustrating to many of the students because they 
need to keep going back to the computer to try to log on. Many of the 
replies to the case study questions have, however, been very insightful. 

This medium seems to appeal most to those who are, perhaps, reluctant to 
speak up in class. There are many, however, who dislike the medium and 
would rather discuss it face-to-face in the classroom. 

There are other online formats for discussion which could also be 
utilized. For example, communicating online with individuals at 
organizations, students at other schools engaging in the same type of 
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activity, and joining online discussion groups on related issues (such as 
that sponsored by The Wall Street Journal Interactive Edition ). Much of 
the success of this relies on the technological resources available to the 
students. 

In all of the case study sources presented above, the teacher can 
provide the material to the students and either tell them what to focus on, 
or direct the students on the topic, and then assign them to find it in the 
material and brainstorm some ideas. Additionally, the teacher can assign 
different topics, and have individuals or groups search for a suitable case 
study. In this case, however, the teacher would need to provide guid elin es 
for the students on finding and evaluating potential cases. 

Conclusion 

Incorporating case studies into the organizational communication 
classroom is a creative and interesting way to bridge the textbook 
information with “real world” experiences. It allows students to see how 
communication concepts, which are sometimes vague for them, play a vital 
role in contemporary organizations. Additionally, when students are 
responsible for locating the case study, the act of searching for the 
information brings them into contact with important sources of 
information outside the text book. Having the students regularly visit the 
Wall Street Journal to look for potential case studies puts them in touch 
with other current topics in organizations. 

The most useful locations for locating case study materials are 
newspapers, trade publications, the WWW, and news magazines. Student 
development of hypothetical case studies is also an option. However, it 
may not work well with lower-level students and those who don’t have a 
rich background of experiences in organizations. In facilitating case study 
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discussions it is important that the students are given ample prepatory 
information and that the teacher make the important connections clear for 
the students. 
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Wall Street Journal Interactive Edition Sample 
Additional Links: 

www.mediainfo.com/ephome/npaper/nphtm/online.htm 
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Two Entrepreneurs Discuss 
Their Approaches to Business 

There are about as many different ways to run a small business as there 
are small-business owners. 



|P*f| Some entrepreneurs run their 

companies like mini-corporations, 
complete with policy manuals, dress 
codes and other big-business 
trappings — including a comer 
office for the boss. Others embrace 
the mom-and-pop aesthetic: They 
hire relatives, host company cookouts and often get personally involved 
in their employees' lives. 



WorkingFbj 
SmallBuSmei 



No single management style is perfect, and no two entrepreneurs treat 
employees the same way. But one thing is certain: The look and feel of 
a small workplace almost always reflect the owners' tastes and 
philosophies. 

To get a better idea of how small-business owners deal with workplace 
issues. The Wall Street Journal went to Columbus, Ohio, to talk to two 
small-business owners. Five years ago, Curtis McGuire started 
Redleg's Lumper Service Inc., a company that loads and unloads 
freight. Today he employs 45 people. Mr. McGuire doesn't offer his 
employees health benefits, but as his company grows, he has started to 
think about ways to retain key employees. 

Diane Warren is co-owner of Katzinger's Inc., which operates a 
100-seat restaurant and delicatessen. She and her husband, Steve, 
employ 35 full-time workers. Despite Katzinger's small size, Ms. 
Warren offers health benefits and cash bonuses to her employees. But 
she says she constantly worries about rising health-plan costs as the 
business strives to remain profitable. 

Ms. Warren and Mr. McGuire discussed the challenges they face with 
Stephanie N. Mehta, the Journal's deputy enterprise editor. 
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The Wall Street Journal: Maybe we could start off by taking a few 
rrunutes to talk a little bit about each of your companies. 

Mr. McGuire: I'm Curtis McGuire. I'm the owner of Redleg's 
Lumper Service Inc. 

I know everybody's wondering: 

What's a "lumper"? It's a West 
Virginia coed-mining term. When 
lumps of coal would fall off the side 
[of a boat], little kids with burlap 
sacks would come by and pick up the 
lumps of coal and then stack them 
together, and they'd get paid per 
stack. | 

What my guys do is palletize the ; 
freight so the warehouse can store it in . 
their facility. So, if a semi trailer 
wants to be loaded up to full capacity, i 
and they don't use pallets, they might \ 
put it on the floor of the trailer, and : 
my guys would palletize it for the j 

warehouse or the truck company. ! 



We've been in business five years. 

During that time. I've grown from one employee — myself -- to 45. The 
growth of the business has been phenomenal. I have to go out of the 
county to find employees who like to do hard manual labor. \ 

Ms. Warren: I'm Diane Warren, and my husband and I are 
co-owners of Katzinger's Delicatessen. We've been in business since 
1984. When we opened, we had this little storefront and 17 employees. 
We have since purchased the building, which tripled our space. We 
went from 32 seats to about 76. And then last year we bought the house 
next door, and we got this 800-square-foot addition to our kitchen. 

Our staffing goes up and down, and it's a function of a lot of things. 
Partly it's a function of what's available. Partly it's a function of how 
many full-time and how many part-time people we have, and partly it's 
a seasonal thing. 

Right now, wc have 36 people on our staff, almost all of whom are full 
time, which is unusual for us but is a blessing because they're 
experienced and they're well-trained. 

Workers' Comp 

WSJ: What arc the major workplace and labor-related challenges that 
you face in running a small business? 

Mr. McGuire: Well one of the biggest challenges that I have, besides 
finding the people who actually want to do it, is workers' 
compensation. 1 had to get into a workers' compensation pool because 
Ohio workers' comp was charging me \5'7c of every thing I was paying 
my guys. 




Mr. McGuire 
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1 was getting killed with $40,000 workers' comp bills [a year]. That 
was my biggest problem, and to this day remains my big problem. 

Ms. Warren: Am I allowed to butt in here and ask him questions? 

WSJ: Absolutely. 

Ms. Warren: When you joined the pool, didn't that bring your rates 
down considerably? 

Mr. McGuire: It did, and I'm going to keep going lower. That 
$40,000 almost put me out of business. 

Ms. Warren: We've had the same thing. We've had almost no claims, 
and there is, like, a little cut or something, and we have $3,000 in 
claims and $85,000 in premiums over a three-year period. That's a big 
problem. 

Retaining Employees 

WSJ: What are some of the other challenges you face? 

Mr. McGuire: Because there's so much competition here for 
employees, you have to try and keep the employees. I tried to give my 
guys [health] insurance, but they had to pay a price, and I actually let 
them vote and pick the insurance that they were going to get And they 
said they didn't want it because it was too expensive. 

I can't afford to help them pay that much into it because our cost 
overhead is so high. So that's another challenge — competing with other 
companies for the benefits, because I really can't offer them much of 
anything. I'm not sure how you do it since I'm such a young business. 

Ms. Warren: We do offer health insurance for our employees. When 
we started in 1984, it was a lot easier to offer health insurance because 
it was a lot less expensive and we had a smaller staff and we had a 
young, healthy staff. Some of these people have been with me for a 
long time; they're not young anymore by insurance standards. My 
average age for insurance purposes is in the mid-30s. That bumps us up 
in terms of premium costs. 

But I have a personal commitment to offering health insurance for my 
staff. And so I will do everything that I can to continue to do that. 
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For a long time, we paid the whole 
premium. I got to a point, for two 
reasons, where I asked them to chip in 
on the premiums. One was because it ; 
got to be expensive enough that I 
needed to look at ways to cut back our j 
out-of-pocket expense. But the other ! 
thing was because it was becoming j 
viewed as an entitlement, and so they j 
thought that it was free. j 

People don't understand there's a cost 
associated with everything that they 
do. For example, we offer pickles out 
of a big pickle barrel. Pickles come j 
with the sandwiches, and when I take j 
somebody's order, I say, "There's no | 
additional charge for the pickles." My ; 
staff will say, "The pickles are free." 1 
The pickles are not free — you've 
already paid for it, whether you're having it or not. People think that 1 
it's free, so they'll go and take a dozen and they won't eat a dozen — j 
they'll eat one or maybe two. And then they'll take a handful of ketchup ■ 
packets and mustard packets because they think they're free. ! 

Well, we had the same thing with the health insurance. These guys 
were thinking that it was free, that it wasn't a cost to anybody, that it 
wasn't affecting their ability to get a higher wage, that it wasn't 
affecting their ability to have other kinds of benefits, that it wasn't 
affecting Katzinger's ability to give higher contributions to the 
community. So, I said, "No, no, no, you guys have got to know that it 
costs something." 

So, we asked them to pay 25% of the premium, which for a full-time, 
single employee is about $22 a month. We can't have a Cadillac policy, 
because these guys that are making $6, $7, $8 an hour aren't going to 
be able to pay their premium. We also pay 75% of the premiums for 
families as well. 

So for a family person, it's a pretty good deal. These guys are paying 
S50 to cover their whole family. They are by and large very appreciative 
of it, but it will not keep them employed if it's time for them to go. And 
that’s when wc had to go and look at other things that would be as 
meaningful for people within the work environment. 

Wc'vc always offered food, because that's what wc'vc got. We have a 
minimum ol 20 people on various shifts a day, and we're open seven 
days a week. And the value of that meal is about $ 10 a person or about 
$200 a day, minimum. 

Our cost is about a third ol that, but if I were selling that food. I'd be 
getting about $10. So, it's important to me that these guys understand 
that as well. So they've got to ring it into the register. They have to 
aavc a little chit that conics up and says: This is what your employee 
meal would have cost today were you a customer and had to purchase 
it And 1 think it's important that they understand that. This isn't free. 
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Appendix B 



Business Week Online Sample 



Additional Links: 
www.fwi.com/wnt/wnt.html 



www.usnews.com 



ujcuuu. bysi nesstoeek . 
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BusinessWeek 0 NL I NE< 






COMPUTER 
BUYING / 
OWE 5^; 

Monday 

Mar, 9 



ARCHIVES 1 CONTACT US | AD 1NFQ 



SIGN UP BW CONTENTS 



BW PL USt BW DAILY 



■ SIGN UP S SAVE! 

Our Charter Discount offer 
is being extended. But 
you'll rave to act soon! 

■ AVON MAN 

How th is woman-friend ly 
company tapped a male 
CEO: The inside story 



JAVA WARS 

Dunkin' Donuts rushes 
into trendy coffee - and 
gives Starbucks a jolt 



QUOTES a PORTFOLIO 



THIS WEEK 



tilch fc'rocKSir*- wTtasrr zza* 



BusinessWeek 




Can 

CHIN 

rimt 

GRIS 



■ DAILY BRIEFING 

Alliance: A drugmaker 
with a triple play? Good 
leaks, bad leaks in D.C. 

■ ENTEH’RISE 

How to craft a policy that 
ensures workers will use, 
not abuse, the Internet 



B-SCHOOL U6A$ 

BW talks with admissions 
officials from Ohio State 
and Wisconsin this week 



MAVEN! 



ARCHIVES 



Sprint 



Click here for your shot f 
to win a free trip to 
1998 Wimbledon finals! 



)Ut of 



WWW. I 



A Division of The M cGtvw HjU Companies 



Si 




Welcome! Business Week, the world's best-selling business magazine and 
winner of the National Magazine Award for General Excellence for two of 
the past four years — and a finalist again in 1997 -- invites you to explore 
Business Week Online. Here's a quick guide to what's available now: 



Subscribe to BW 

Wc'rc not just virtual: Get Business 
Week delivered to your door every week, 
on paper! Student and international rates 
also available. 



Sign Up 

Subscribe to our free BW Online Insider 
Newsletter, and we'll keep you in the loop 
with timely alerts of new features, must 
reads, and special events. 




22 











Case Studies 
22 



Table of Contents 

The new issue of Business Week, U.S. 
and International editions, is posted on 
Thursday night and remains online for a 
week. Also included are all charts and 
tables and selected photos. 

Daily Briefing 

Business News Hashes, market insights 
from S&P MarketScope, and alerts to the 
day's key economic reports and me eting s 
-- every business day. 

Maven. BW's Interactive Computer Buying Guide 

Objective, easy-to- understand computer 
reviews and rankings. Plus, our 
Price Wizard can help you customize and 
price a system. 



BW Plus! 

BW and online-only content arranged by 
topic: Best Business Schools : Business 
Books Online : The Computer Room : 
Enterprise Online : Investors Central : Mutual 
Fund Comer :-and the PerBiz Network- 

Business Week Archive 

Our searchable archive now dates back to 
January, 1991. You can also browse, by 
issue date, through a wide selection of 
stories back to October, 1995. 

Quotes & Portfolio 

A complete tool chest for investors, 
including a personal portfolio tracker, 
historic stock info, and lots more. 



Banking Center 

Here youli find a feast of money and 
credit information and links to useful 
financial sites. 

Business Week on CD-ROM 

All 1996 and 1997 issues of Business 
Week, domestic and international, on a 
fast, convenient, fully searchable 
CD-ROM. Updated quarterly. 

BW on TV 

New! Catch This Week in Business , a 
half-hour public-TV show produced by 
WETA in Washington, D.C., in 
association with Business Week. 

Company of the Week 

Each week. Standard & Poor's 
Compustat, a McGraw-Hill unit, 
provides in-depth financial data on a 
com pan) featured in BW. 

Contact Us 

Send comments, questions, suggestions: 
We want to hear from you. Have a 
question? Check our FAQ first 



BW Online Flash Surveys 

This offshoot of our~Daity Briefing service 
lets you register your opinions in a wink. 



BW RadioNet 

Hourly market and business new's updates in 
RealAudio from BW's on-air correspondent, 
Ray Hoffman. 



Technology & Education 

Join our discussion list about how 
elementary and secondary schools are using 
computers, for better or worse. 



BW Executive Programs 

These invitation-only events gather the 
world's top decision makers, wherever in 
the world they're reinventing business. 



Advertising Information 

Welcome, prospective advertisers. You'll 
also find plenty of info about the Business 
Week people who arc ready to help. 
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Special Ad Features 

Special areas from our advertisers and 
online versions of special ad sections that 
appear in Business Week magazine 

BW Online Store 

Subscribe to the magazine or to a wide 
variety of McGraw-Hill Companies 
publications, buy our archival CD-ROM, 
download software, and order BW 
merchandise 



Advertisers on BW Online 

Direct links to the Web sites of our current 
advertisers. 



Architecture Awards 

Meet the Business Week I Architectural 
Record 1997 award-winners. Think you're 
good enough? Here’s a call for entries for 
the 1998 awards 



SIGN UP 


BW CONTENTS 


BW PLUS! 


BW DAILY 


SEARCH 


CONTACT US 


AD INFO 



BusinessWeek 



Updated March 5, 1998 by bwwebmaster 
Copyright 1996-98, by The McGraw-Hill Companies, Inc. All rights reserved. 

Terms of Use Privacy Policy 
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|rtema(ionat 

Mdrfctlinc 

F't« 




r 


J 


1 


[ W 


lagazin 


; e J 


L 


Finder 


A 



Electronic. 




Newsstai 

chanr 



Quick Search! 
Type magazine 
title here: 





Browse for 
magazines by 
channel: 

Automotive 

Arts & Entertainment 

Bridal 

Business & Finance 
Computers & Internet 



Business & Finance 




Click on a title to find out what's in the current 
issue of these magazines. 

Barron's; Barron's Tracks Daimler-Benz's Rise 
Business Week: Business Week Ranks the Best 
Performers 

Computer . Shopper: Computer Shopper Hails Pentium II 
Pricing 

Consumer Reports: Consumer Reports Picks Winner 
Mutual Funds 

Consumers Digest: Consumer’s Digest Rates Personal 
Computers 

The Economist: The Economist Ponders the Puzzle of Japan 
Entrepreneur Magazine: Entrepreneur Learns from 
Failure 

The .Far Eastern Economic Review: Far Eastern 
Economic Review Hopes for an Open Korea 
Fast Company: Fast Company Ponders the New Economy 
Forbes: Forbes Visits "Day-Trading Dudes" 

Fortune: Fortune Finds Survivor Success Stories 
Harvard Business Review: Harvard Business Review 




Mone; 

Get 1 1 issues of I 
$29.95. That's 31 
cover price ($43.4 
$13.50 
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Education 

Fashion & Style 

Gav & Lesbian 

Government 

Gourmet 

Health & Fitness 

Home & Garden 

Hobbv & Games 

International 

Kids & Family 

Lifestyles & Cultures 

Local & Regional 

Music 

News 

Pets 

Science & Nature 
Sex & Erotica 
Social Sciences 
Sports & Leisure 
Travel 



Sets the Pace 

Inc..; Inc. Gets Entrepreneurial 

Indiyidua I j ny estp 0 Individual Investor Invests Abroad 

KipHngec's Personal Finance: Kiplinger's Personal 
Finance Buys and Sells — and Survives 
Money: Money Weighs Stocks and Funds 
Smart M oney: Smart Money Balances Mutual Funds 
Wort h: Worth Retires 

Get a.cqmplete list of Business & Finance magazines. 



All of the major financial magazines are filled with ideas on 
where you should invest your money in 1 998. Do you plan on 
changing your investment strategy this year? If so, how? 



Join the discussion on the Business & Finance channel now! 



Now search for 
books too! 





These Newsstand Channels: 



SEARCH 



I BtiruesandSoblexom j 



© 1998 The Electronic 
Newsstand, Inc. 



Computers & Internet 

International 

News 

Sports & Leisure 
These Newsstand Features: 



Fab Five — This week's don't-miss mags. 

Hot Copy — Sizzling scoops from the magazine world. 

Read About It 



The Beardstown Ladies in Hype Hell 
(March 25-26, 1998) 

America Online in Hype Heaven 
(February 16, 1998) 

Zero Deficit in Hype Heaven 
(February 3, 1998) 

This Channel's Sponsor... 



Computerworld 



o r> 

£ Q 



Get Spec 

’ ' - J. * ’• % 5 

Check out these 
-Finance subcate; 

j. v;i;, ■ Consumer^' 

Entrepreriei 
Business Yy 
' Finance'.^ 
■-InternetBu 
Investment^ 
Managemeril 
Y’S ' Marketing ; 

''j '.' Rea! Estate 
Y -Y, Specialty P 

•VY- . Telecom 

Trade - : ; 



Hot De 




Get one year of Fort 
$30.00. That’s 74.7 
cover price ($1 1 8.1 
$88.80! 




Get one year of Horn 
Computing for $9. 
71 .78% off the cov 
($35.40). You save 




BarnesfiiulSo 
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Appendix C 

A JR Newslink Sample 

Additional Links: 
www.ecola.com/news/ 
http://cnn.com 
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Sites 

Top sites 

Newspapers 

Magazines 

RadioCTV 

Resources 

Articles 
C ontents 
Digital Feed 
Bvlines 
Take 2 
Archive 

Interact 

Search 

Update 

Feedback 

Info 

Special 

JobLink 

Awards 

Directory 

Research 




SPOTLIGHT 

Learning from 
Cartoons 



NEWSPAPERS 

Biggest List 



NEW AJR 

From Woodbury, New Jersey, to Prime 
Time 

Dean Singleton's MediaNews Group is fast 
becoming one of journalism’s big dogs Story 
by Lon Robertson 



BYLINES 

Very Candid 
Camera? 



TAXE2 

Cick and Chuckle 



DIGITAL FEED 

Strengthening Bonds 

Online publications should take better 
advantage of interactivity. Story, bu J.D. Lasica 



Plus: Improved, free JobLink ads and 8,000 links to newspapers , magazines , broadcasters 
and news services worldwide. 



"E: 

rej 

~L ; 

T t 

-P- 



"Si 



"B. 

ne 

in< 



"4 

-A: 

-iG 



a 

-Fs 



Return 

Main menu 
Top of page 

Prey. p-3cie 




Ne^ 

Car 
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Appendix D 



Corporation home page sample 
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[ Products and Diseases I Science and Technology I Company Information ] 

[ Site Map I Search ] 

Copyright © 1998 Eli Lilly and Company 
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